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CNMI- High Risk Site for BTS 
Introduction

• Close proximity to Guam

• High frequency/quantity of 
commercial and military 
cargo shipped from Guam

• Ecologically similar to 
Guam (high prey base)



Program Background

• 1982 first documented snake sighting
• 1986 first BTS capture (1983 gopher 

snake Pituophis sp. Capture)
• 1990 DFW hires full time 

herpetologist-Program Funded by 
DOI-Office of Insular Affairs

• 13 BTS Captures (Saipan and Rota)
• 2000 Most recent capture



Program Components
(unranked)

• Education/Awareness
• Quarantine- Canine Inspections, 

Containment Barrier, and Night Searches
• Legislation
• Rapid Response Efforts
• Trapping Program



CNMI Sighting/Capture History
Sightings
• 103 snake sightings reported since 1982
• -31 non-BTS sightings (i.e. monitors, blind snakes)
• 72 possible BTS sightings (matching BTS description)

Captures
• 13 CNMI BTS captures

– 10 in the vicinity of port, 8=Saipan 2=Rota
– 1 Capital Hill, Saipan (3/13/98) 
– 1 As Teo, Saipan (3/14/92)
– 1 Chalan Kanoa, Saipan (12/15/91)



Sighting and Captures cont.

• Sighting and capture data formulates CNMI 
awareness efforts

• 66 sightings = average response time = 126 hours 
(06/1986-06/2002)

• Need lower average response time
• All snakes were captured by non-DLNR staff
• Need consistent snake training of port employees



Previous Awareness Efforts
• Response efforts 

suffer from lack of 
awareness

• Concentration-
newspapers and school 
groups

• Some reports- up to 
two weeks after 
sighting



OIA Funds-BTS Awareness 
Campaign -April-Dec 2003

• Objective - to improve the response time to potential 
BTS sightings, while providing a template for invasive 
species awareness programs 

• Three components = Total Funding 100k
1. Baseline survey - media consumption and awareness 

attitudes = 35k
2. Develop and implement campaign (baseline survey) = 55K
3. Re-evaluation (survey) = 10k



Baseline Survey
• Telephone survey- 301 random interviews
• Results

– 98% Env. “Very important”
– 69% snakes a problem (37% big problem)
– 87% “good move” to quarantine cargo (even 

with increase costs)
• Media consumption results



Campaign Development

• Proposed plan and budget
– Solicitation- chamber members, Toyota, Verizon, 

Mobil, etc.
• Verizon sponsorship

– 4-cell phones and air time–28-snake
– Directory advertisement
– Mailings-104,000
– Cash donations
– Customization of a DFW truck

• Design of Slogan/ Logo incorporate Verizon



Temporary Tattoos



Bumper Stickers



Verizon/Military Mailings

Front

Back



T-shirts and Hats



Custom 
Trucks



BTS Radio Jingle- “Don’t Give 
Snakes a Break”

• KCNM-FM 101.1 =792 slots
• KPXP Power 99 = 804 slots



Print 
Material

•Posters

•Full page 
advertisements

•Newspapers

•Monthly mags-
Beach Rd.



Awareness Campaign Calendar 
Outline

• Press Conference Launch  April 2003
• Flame Tree Festival           April 2003
• Port of Entry Workshop     June 2003
• Liberation Day Parade       July 2003
• Book Cover Campaign      Aug 2003
• Team that Never Sleeps     Sept 2003
• Radio Give-A-Way           Oct 2003



Press Conference Launch-
April 2003

• Governor introduces campaign 
• Media materials displayed
• Demos- BTS and K-9 Teams
• Verizon introduced as sponsor



Flame Tree Festival-
April 2003

• Snake handling 
• K-9 Demos
• Media material distribution
• Educational handouts



Port of Entry Workshop-
June 2003

• Collaborative effort with USGS Rapid 
Response Team

• Target port of entry workers-customs, 
quarantine, immigration, shippers, etc

• Initiates quarterly presentation schedule



Liberation Day Parade-July 2003



Book Cover 
Campaign-Aug. 

2003

Ad placed for approx 3 months

• Target - Schools
• Goal = 3 schools per week

Book Cover



Team that 
Never Sleeps-

Sept 2003
To reinforce the 
accessibility of the 24 hr 
hotline 28-SNAKE 
following Tinian 
sighting

Ad placed for approx 3 months



Radio Give-a-way-Oct 2003

• 5 Friday give-a-ways
• Power 99 –host with 300 slots (150 in-kind)
• Verizon split cost of $1950.00
• Callers sing BTS jingle 
• Prize Package = 10 BTS T-shirts, 5 BTS 

hats, bumper stickers, tattoos, book covers, 
Verizon pre-paid calling cards, Verizon cell 
phone



Re-evaluation-in process

• Survey to reach approx 400
• Compare baseline survey to re-evaluation 

survey
– Awareness attitudes
– Media vehicles
– Quarantine attitudes

• Results to direct FY 2004 campaign



Feedback/Lessons Learned

• Awareness creates ownership
• Response time improved overall from 126 

hours (06/1986-06/2002) to 2 hours 9 
minutes (08/2002-present)

• Prevention = Performance Measurement
• 4 recent sightings Tinian only 1 of the 4 

reported to the 28-SNAKE HOTLINE



DOI-OIA FY2004 CNMI BTS 
Awareness Campaign Target

• Consistent  awareness efforts on Saipan
• Launch island specific campaigns for Tinian 

and Rota
• Development of curriculum 
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